























Laclede Has Big Cooperative Merchandising 
Display in Parade of Kitchens 





OMESTIC gas customers and 
D prospective customers in the St. 

Louis service area of Laclede Gas 
Company are currently taking full ad- 
vantage of the opportunity to see how 
modern gas appliances combine to en- 
hance the efficiency and convenience of 
today’s kitchens—livable and workable 
kitchens. 

Fourteen kitchens culminated a year 
of planning and work by Laclede’s staff. 
And, in general, each has a full comple- 
ment of appliances—range, refrigerator, 
water heater, dish washer, incinerator 
and sink. Some have home laundries— 
washer, dryer and ironer. 

This is an example of coordinated 
merchandising by utility and manufac- 
turers. The cooperation among the par- 
ticipating group started during the plan- 
ning stage, when it was decided that the 
Laclede 1953 Parade of Gas Kitchens 
would be opened to coincide with the 
opening of the recent American Gas As- 
sociation convention in St. Louis. The 








GAS APPLIANCE MERCHANDISING, at its 
most effective level, is being practiced by 
Laclede Gas Company in an unstinting display 
of kitchens that have the objective of showing 
customers and prospective customers that the 
appliances are at least on an equal basis with 
the competition in modern styling, efficiency 
and economy. This is the story of what La- 
clede is doing—but it is also the story of what 
other gas companies can do. 

Laclede, historically, is well aware of the 
value of showing gas appliances in settings 
that give home owners vivid impressions of 
how those appliances will look in relation to 
other units—and all of them tied together, 
optically, with cabinéts, flooring, lighting and 
color. Their experiences with kitchen parades 
in the past were all reviewed to make this cur- 
rent display the most effective of all. 











highly-publicized ‘display will continue 
at least until Christmas but the decision 
on the final date.still remains open—it is 





CONVENTIONAL KITCHEN ARCHITECTURE is 
the theme in this Laclede kitchen with its 
wood cabinets, wallpaper and general decor, 








but the gas units are entirely modern and 
placed to give convenience and comfort at 
every turn. 
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possible that it will remain beyond that 
date. 

The architecture of the kitchens varies 
from the conventional through the mod- 
ern, from compact to the generously pro- 
portioned space; in all, efficient layouts 
are featured. 

The gas industry might well point with 
justifiable pride to the superiority of this 
extensive display as a high spot in the 
continuing battle with the well-known 
competition. The promotion of the La- 
clede kitchens included a_ substantial 
amount of advance work, essential to as- 
sure success for the display. From the 
viewpoint of impact, the most dramatic 
single promotion probably was the 32- 
page full-color rotogravure magazine 
section that was part of St. Louis Post- 
Dispatch distributed October 25, the day 
before the opening. However, prior to 
the appearance of that section, consider- 
able promotion had been directed to ap- 
pliance manufacturers, kitchen cabinet 
manufacturers, mass-circulation home 
publications, distributors and dealers of 
appliances and cabinets. In fact, Laclede 
took every precaution to assure success 
of their major undertaking from the 
viewpoints of themselves as the utility, 
the manufacturers and the distribution 
factors. 

The design of the kitchens is in many 
cases the product of such specialists as 
the kitchen cabinet manufacturers and 
the architects associated with the mass- 
circulation home publications. 

The exhibit is staffed constantly dur- 
ing Laclede’s office hours by personnel 
of the kitchen planning department, the 
sales department and the home service 
staff. On special occasions the staff is 
supplemented by distributors’ salesmen. 

The normal customer traffic to La- 
clede’s main floor varies between 500 
and 1,000 persons per day. The great 
emphasis on the kitchens draws a high 
proportion of those visitors into the 
kitchens. During the AGA convention, 
4,500 persons viewed the kitchens. 

A number of special events were 
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THROUGH THE WINDOW, above, shoppers 
passing Laclede’s building get this view of a 
modern gas kitchen—attractive and colorful. 
SPACE SAVING was the objective achieved, 
upper right, in this kitchen that recognizes the 
need for that consideration in some of today’s 
houses. A DECORATIVE CURTAIN is all that 
was necessary, right, to separate a complete 
home laundry, with a gas dryer, from the rest 





of a modern kitchen. 





scheduled for the period of the displays, 
including cooking classes and visits by 
such groups as teachers, architectural 
students, p!umbing and heating dealers 
and contractors. During the remaining 
period of the display, other events are 
scheduled for architects, building con- 
tractors and realtors. 

Laclede’s planning and selling activi- 
ties with respect to these kitchens has 


s been under the direction of R. J. Vanda- 


griff, general sales manager; J. J. Mc- 
Kearin, assistant general sales manager; 
M. A. MacClurg, assistant sales man- 
ager; Ernest D. Jones, manager of the 
kitchen planning department and Earl 
Grodski, assistant in the kitchen planning 
department. Their work was responsible 
to the high degree of coordination that 
was achieved among the many factors 
that were concerned with the display. 
While it is too early to determine any 
evaluation of this major merchandising 
effort by Laclede Gas Company, there is 
substantial reason for the company to 
anticipate that the overall effect will be 
a greatly enhanced public regard for the 
design and operation of gas appliances. 


December 1953, American Gas Journal 















THE KITCHEN, of which this is a corner, was 
designed to provide high efficiency through 
the relative positions of the basic units. Step- 
saving was a studied factor, with counters and 
cabinets where they will do the most good. 
The in-the-counter gas range, not shown, is 


just to the right of the in-the-wall oven and 
broiler combination. Cabinets have been pro- 
portioned to accommodate a wide variety of 
dishes and utensils without stacking, regard- 
less of their shapes and sizes. 
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NON- RADIANT TYPE STANDARD TYPE 


COOL CABINET GaeHEATERS 
CONSOLE TYPE GacHEATERS 


STANDARD TYPE Gas HEATERS 


1. Superior EMPIRE quality assures user sat- 
isfaction, protects your good name and good 
will. 

2. EMPIRE quality eliminates complaints and 
service problems. 

3. EMPIRE quality is a master selling point 
. . . because your prospects SEE and FEEL it. 
4. EMPIRE quality puts you on top of the 
“light-weight” type of competition. 

5. EMPIRE quality gives you advantages in 
both price and profits. 

6. (And incidentally) EMPIRE doesn’t know 
how to make anything but top quality equip- 
ment. 


Add these up for a very unique PLUS in the 
heating business. 


lf YOU are sincerely interested in a profitable 
heating business EMPIRE offers EVERYTHING 
you could ask for. 


“EVERYTHING” includes the broad and com- 
plete line of sizes and styles, and the service 
that keeps an attive dealer making mé@ney, 
and the promotions and advertising support to 
put continuous POWER behind your business. 


Never has the heating business been more 
flourishing, and never has there been a more 
promising opportunity for the EMPIRE dealer. 


STOVE COMPAN Y 


BELLEVILLE, ILLINOIS 


WORLD S LARGEST MANUFACTURER OF Gas FLOOR FURNACES 
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AGA Sales Promotion Program for 1954 










ITH the realization that unity 
within the industry will achieve 
far greater results for both 
tility merchandising of appliances and 
better sales record for gas, American 
as Association has announced that the 
jumerous Committees of the association 
nvolved in the planning of advertising 
ind sales promotion efforts have com- 
leted a comprehensive, long-range plan- 
ing program for 1954. 

The program will be presented in the 
orm of an easy-to-follow guide that 
hhould assist utilities in the setting up of 
budgets and in planning for an aggres- 
ive year of merchandising which, the 
sociation anticipates, will find more 
industry-wide participation than ever 
efore. 
Timing for each appliance campaign 
isan important factor and therefore, it 
has been given considerable attention in 
oder that each utility may capitalize to 
he fullest on the benefits accruing from 
national advertising currently before the 
eyes of the public. 

The AGA sales promotion plan for 
1954 consists of the following: 





Automatic Gas Water Heaters 


FEBRUARY—MARCH 
The theme, only gas heats water 3 times 


lfaster—costs less, too, will highlight this 


tampaign in order to upgrade the quality 
and size of water heaters in the replace- 
ment and new home markets. 

Ideas offered for supporting copy in- 
tlude: only an automatic gas water heater 
of proper size and quality makes it possible 
for automatic clothes washers and dish- 
washers to do their jobs most effectively; 
gallon for gallon, gas costs far less for 
water heating—less for first cost, installa- 
tion cost, and operating cost; abundant hot 
water is the first step to cleanliness, sani- 
lation, comfort and convenience—and only 
gas gives so much hot water at so little cost. 

A special feature is a thermometer dem- 
onstration of usual hot water temperatures 
at faucets. 

And among the material and aids avail- 
able will be: floor and window display kit 

. 24-sheet billboard poster . . . the 
thermometer demonstration kit . . . news- 
paper advertising mats . . . consumer lit- 
trature . . . sales training aids... TV 
spots . . . and premiums. 

National advertising support will fea- 
ture: a full schedule of AGA advertising 
in consumer magazines; all ads to be fully 
coordinated with the promotion and using 
the same themes; reprints will be available; 
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all art and copy will be available for gas 
companies who wish to prepare their own 
versions of these ads. 


SEPTEMBER—OCTOBER 


Presenting the same theme as the one 
used in the February-March campaign, 
only gas heats water 3 times faster—costs 
less too, but with the objective to increase 
fall water heater sales, the supporting copy 
ideas for this campaign stress: now is the 
time to insure a plentiful supply of hot wa- 
ter for winter; and an automatic gas water 
heater is cheaper to buy, install and op- 
erate. 

A traffic-building plan, a special door- 
opener and contest ideas will be given as 
special features, while the offerings that 
will be available include: newspaper ad- 
vertising mats 24-sheet billboard 
poster... TV spots... floor and win- 
dow display kit . . . consumer literature 

. Sales training aids . . and pre- 
miums. 

As in the earlier campaigns, above, there 
will be the same national advertising sup- 
port, and a mailing of campaign details 
from AGA on April 26, 1954. 


Automatic Gas Clothes Dryers 
FEBRUARY—MARCH 


The campaign for this appliance will use 
the theme, only gas dries clothes so fast— 
costs so little. The objective will be to sell 
men on buying gas dryers for their wives. 

Among the ideas for advertising copy 
are: give your wife freedom from wash- 
day wilt—buy her an automatic gas clothes 
dryer; many women resist the purchase of a 
dryer ‘because they insist on that sunshine 
smell; men are quicker to accept new labor- 
saving devices; and self-service laundries 
prefer gas for clothes drying. 

A special dealer appeal will ask; are you 
losing dryer sales because of high installa- 
tion costs, high operating costs? Shift to 
selling gas dryers—first cost differential on 
equipment is easily overcome by low in- 
stallation cost, low operating cost. 

Special features for this drive are a free 
trial, free installation, sales floor demon- 
stration, and hostess parties. Aids and ma- 
terial available are: floor and window dis- 
play kit . . . 24-sheet billboard poster... 
newspaper advertising mats . . . TV spots 

. . consumer literature . . . sales train- 
ing aids . . . and contest suggestions. 

A full schedule of AGA advertising in 
national consumer magazines will be a part 
of the national advertising support. In addi- 
tion, all ads will be fully coordinated with 
the promotion, using the same themes; re- 
prints will be available. Also, all art and 
copy will be made available for gas com- 


panies who wish to prepare their own ver- 
sions of these ads. 


NOVEMBER—DECEMBER 


During this promotion, the theme, give 
her 52 sunny Mondays—buy her an auto- 
matic gas clothes dryer, will be used to at- 
tain the objective of building the gas clothes 
dryer as a Christmas present. 

Ideas advanced for supporting copy are: 
take the drudgery out of wash-day; gas 
clothes dryers are cheaper to install, cheaper 
to operate, and they dry clothes faster. 

Among the special features will be: eve- 
ning demonstrations for husbands only; 
stag host party demonstration for husband- 
neighbors and -friends of the husband who 
Owns a dryer; a Christmas gift package 
plan for an under-the-tree surprise consist- 
ing of a gift-wrapped package of a small 
clothesline and plastic clothespins with a 
gift certificate for a dryer. 

Material to be available will include 
premiums ... sales training aids... 
stag party plans . . . consumer literature 
... gift package ... floor and window 
display kit . . . newspaper advertising mats 

. . and a 24-sheet billboard poster. 

There will be a full schedule of AGA 
advertising in national consumer magazines 
for national advertising support. All ads 
will be fully coordinated with the promo- 
tion and will use the same themes, and re- 
prints will be available. All art and copy 
will be made available for gas companies 
who wish to prepare their own versions of 
these ads. 

The details for the campaign will be 
mailed from AGA on June 23, 1954. 





Automatic Gas Ranges 


APRIL—MAY 


This campaign for the Spring showing 
of matchless supermatic gas ranges will 
present the theme: only gas gives you 
matchless cooking performance. The ob- 
jective will be to convince the public of the 
complete automaticity of gas ranges. 

Plans for supporting copy contain these 
suggestions; outperforms any range in any 
kitchen anytime at any price; only gas gives 
you matchless, smokeless broiling; only gas 
cooking costs so little; cool, clean, com- 
pletely automatic, no matches, speed, giant 
burners, simmer burners, fresh-air ovens, 
choice of top arrangements, built-in units, 
clock control, modernity, etc. 

The campaign’s special features are: an 
emphasis of the fully automatic ignition of 
all burners as a great new advance in auto- 
matic gas ranges; special demonstrations, 
and a tie-up with the Spring fashion show 
for traffic-building. 

Besides premiums, TV spots and sales 
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training aids, available material will in 
clude; floor and window display kit . 


24-sheet billboard poster .. . 
advertising mats .. . 
ture. 

Advertising support on a national basis 
will include a full schedule of AGA ad- 
vertising in national consumer magazines 

. all ads will be fully coordinated with 
the promotion and will use the same themes 

. reprints to be available .. . all art 
and copy to be made available for gas com- 
panies who wish to prepare their own ver- 
sions of these ads. 


newspaper 
and consumer litera- 


All-year Gas Air Conditioning and 
House Heating 


APRIL—MAY 

Only gas gives the greatest all-season 
comfort, will be the theme of this cam- 
paign and it will be used to reach these ob- 
jectives: to replace other fuels with gas; to 
upgrade installations; and to push all-year 
gas air-conditioning by capitalizing on the 
increasing popularity of gas for house heat- 
ing. 

Ideas for copy in support of the cam- 
paign include: in heating or air-condition- 
ing, gas does it better ...a_ heating 
system to fit any need, any house design, 
any size . . . all-year air-conditioning gives 
the most satisfaction and comfort with the 
least problems. 

A special feature offered will be a case 
history guide on air-conditioning to help 
inexperienced utilities develop this rapidly 
growing market. And material available 
will consist of: premiums . . . consumer 
literature . . . sales training aids . . . dis- 
play materials . . . and newspaper adver- 
tising mats. 

National advertising support will be 
given through strong mention in all AGA 
national advertising. 





Gas Incinerators 
JUNE—JULY 

This summer campaign will utilize the 
theme, only gas ends rubbish nuisance, and 
the objective will be to promote the ac- 
ceptance and sale of gas incinerators. 

Copy ideas in support of the program 
are: gas incineration is the only method of 
home disposal of both garbage and trash: 
eliminates backyard eyesore, protects 
health, keeps basements dry, does away 
with all-weather outdoor trips to garbage 
and trash cans; and saves garbage collection 
fees or reduces taxes. 

Special features for the incinerator cam- 
paign will include contest suggestions . 
garden supply stores and garden clubs 
tie-up garbage can trade-in 
prospect-getting insect spray canvass . 
and clean-up week tie-in. 

Available material will include news- 
paper advertising mats . . . display ma- 
terials . . . consumer literature . . . sales 
training aids . . . and premiums. 

Strong mention in all AGA national ad- 
vertising will be given as national support. 





Refrigerators 
JUNE—JULY 
Using the theme, only gas gives you 
twice the life of any refrigerator, this cam- 
paign will strive to increase gas refrigerator 
sales volume. In support of advertising 
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copy, these ideas have been planned: the 
gas refrigerator carries a ten-year war- 
ranty ... the freezing system of the gas 
refrigerator has no moving parts—nothing 
to wear out. 

A live floor demonstration plan to build 
floor traffic is one of the special features 
offered for this campaign. The others are; 
a customer inducement plan and a national 
sales contest. 

Material which will be available includes; 
a floor and window display kit . . . news- 
paper advertising mats . . . consumer lit- 
erature ... TV spots ... sales training 
aids . . . and premiums. 

Support for national advertising will 
come in the form of a full schedule of 
AGA advertising in national consumer 
magazines, with all ads coordinated with 
the promotion and using the same themes. 
Reprints will be available and all art and 
copy will be available for gas companies 
who want to prepare their own ads. 


Old Stove Round-Up 
SEPTEMBER—OCTOBER 

It’s old stove round-up time will be the 
theme behind this promotion, and the ob- 
jective is to replace old stoves with new 
automatic gas ranges. 

Ideas offered for supporting copy in- 
clude; only gas cooks best, bakes, boils and 
broils best . . . only gas gives you such a 
wide choice of size, top burner arrange- 
ments, oven and broiler arrangements . . . 
only gas gives you the utmost choice of 
heats, easiest controllability, familiar cook- 
ing methods, and complete automaticity. 

Special features of the campaign are: 
traffic-building plans; theater tie-ins; live 
demonstration plans for sales floor; and the 
old stove contest. Available materials in- 
clude; newspaper advertising mats... 
24-sheet billboard poster ...TV_ spots 

. radio commercials . . . floor and win- 
dow display kit . . . consumer literature 

. Sales training aids ... and pre- 
miums. 

As with the preceding campaign, there 
will be national advertising support in a 
full schedule of AGA advertising in con- 
sumer magazines with all ads fully coordi- 
nated with the promotion, and using the 
same themes. Reprints will be available, as 
well as all art and copy for gas companies 
who desire to prepare their own ads. 

Complete campaign details will be mailed 
by AGA on April 26, 1954. 

PEP Commercial Gas Cooking 
SEPTEMBER—OCTOBER— 
NOVEMBER 

Featuring the theme, only gas gives top 
performance, greatest economy, highest 
profit, the objective of this sales campaign 
will be to replace obsolete and inefficient 
commercial cooking units with modern 
automatic gas equipment, and to raise the 
standards of food production in volume 
feeding establishments. 

Ideas for supporting the advertising copy 
include; modernize now for lower labor 
costs, increased cooking volume, greater 
operating economy, trouble-free service, 
cleaner, cooler kitchens, and higher food 
profits. 

A special dealer appeal has been ar- 
ranged. It is; for extra kitchen equipment 


sales, join hands with the gas company fo: 
backing in promotion, selling and servicing 
Also, dealer sales contests are planned. 

Special features include: equipment dem- 
onstrations . . . dealer meetings . . . edu- 
cational programs for dealer salesmen and 
for volume feeding association meetings 

. Sales contests and sales incentive pro- 
gram, optional . . . mailings to customers 
and prospects. 

Material to be available will include; a 
complete planning program direct 
mail broadsides and folders, available from 
AGA and appliance manufacturers .. . 
dealer show room and window displays 
. . . letter series to dealer salesmen .. . 
outline for sales contests ... sales tips 

. and supplementary promotional ma- 
terial. 

National advertising support will involve 
AGA advertising in the leading trade pub- 
lications which will give impetus and full 
support to the theme of the PEP campaign. 


The New Freedom Gas Kitchen and 
Laundry Program 


A 12 months’ program that may be 
tied-in locally with all of the individual 
campaigns, the freedom kitchen and Jaun- 
dry program is designed to show gas appli- 
ances in ideal, ultra-modern settings. 

Plans for national magazine articles call 
for the following: distribute magazine re- 
prints to consumers, clubs, home shows 


- and fairs; swing Better Homes & Gardens 


5-star builders’ houses to gas; have builders 
of good gas kitchens compete for Woman’s 
Home Companion awards for good kitchen 
planning; and locally, show: gas works 
wonders in your home—a film strip and 
record in full color, by McCall's . . . three 
gas kitchens—a film strip by Companion 

. mobile heart-saver kitchen—a Com- 
panion film strip . . . heart-saver kitchen 
—slides by Companion . . . and new free- 
dom in her modern gas kitchen—a 16mm, 
full color sound film by McCall's. 

Also, tie-in with local cabinet dealers 
and distributors to build and show new 
freedom gas kitchens and laundries on 
utility and dealers sales floors, and in local 
shows such as the local home builders show 
and homefurnishings show. 

Further action is called for by tieing-in 
with the local builders association during 
national home week, September, 1954 and 
by offering speculative builders assistance 
in obtaining all-gas kitchen packages. 

The entire long-range program advo- 
cated by American Gas Association for the 
gas industry in 1954 through the Associa- 
tion’s Sales Promotion Plan Book, is avail- 
able to utilities from AGA headquarters. 
Besides presenting the details for all the 
campaigns in an easy-to-read-and-under- 
stand fashion, the booklet offers a checklist 
to be used in arranging the budget for a 
successful promotion. The checklist con- 
siders apportionments for advertising, sales 
contest, special features and dealer ac- 
tivities. 

As a further aid, there is a special space 
for notes at the end of each individual 
promotion in the booklet where utilities 
may note information regarding: budget 
for this campaign .. . display materials 

advertising sales contest 
and dealer program. 
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Safely holds water at 180°. Won't rust, ever! Ruud- 
Monel Sanimaster, with its exclusive long-life 


bby te Rus MONEL—THE WONDER METAL 
b Sonenalis 4 §PROo; / ; Monel tank, provides hot water sparkling clean. 
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AUTOMATIC GAS WATER HEATER 


DOES DOUBLE-DUTY IN 
THRIFT DRUG STORE> 


Its 180° sanitizing hot water does a perfect job in the SAME TANK, AT THE SAME TIME! 

automatic dishwasher. Its 140° general use hot water The Ruud-Monel Sanimaster will do double-duty for 
is ideal for lavatory and other faucets. THE RUUD- you, too. It is the answer in commercial or industrial 
MONEL two “temp SANIMASTER DELIVERS BOTH operations where both extra-hot water and regular hot 
THESE HOT WATER TEMPERATURES FROM THE water are needed at the same time. 


' 8 0° SANITIZING 
HOT WATER 





{ 4 0° GENERAL USE 
HOT WATER 
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a th 180° water is piped right into the Hobart From the same tank, at the same time... 

4 — SM-4 dishwasher at this Thrift Drug Store. Sanimaster delivers 140° water continu- 
mm Water at 180° for positive bacteria des- ously for lavatories and other general 
fe truction ... perfect sanitation. use faucets. 








FOUNTAIN MANAGER CALLS Sanimastr 
OUTSTANDING INVESTMENT 


Michael Patsalos, fountain manager more efficient it makes our fountain 
at the Thrift Drug Store, 912 Liberty operation to have water hot enough 
Avenue, Pittsburgh, Pa., says: “This Ruud to sanitize dishes in the dishwasher, yet 
Sanimaster Water Heater is one of the to have tempered water at the pot 
best investments that we have ever sink or lavatories. And to hove both 
made. You can't imagine how much kinds of water from one tank!” 


In addition to the Ruud-Monel 
two*temp Sanimaster, Ruud of- 
fers a complete line of water 
heaters for domestic, commercial 
and industrial applications. 
Ruud-Monel duo *temp 














Laundrymasters *Monel is an alloy of nickel and copper—both program hove been met. Distribution of Ruud- 
rspee: ; peeds metals urgently needed in the country’s defense Monel woter heaters is restricted by government 

Ruud Supe ° ds, His program. Production of Ruud-Monel water heaters order to those creas in which public water supplies 
and Pacemakers is on o severely curtailed basis, limited by the cre of moximum corrosiveness, and this odver- 

. amount of these strategic metals available for tisement is not intended to indicate general 

Ruud Standard Sanimasters civilian use after the needs of the defense availability of water heaters with Mone! tonks 


Ruud Multi-fins, Multi-coils, and 


Continuous Flow 
Ruud Sani-Temp systemtor RUUD MANUFACTURING COMPANY 


Commercial Dishrinsing 


..and Ruudiator Heating Boilers. Pittsburgh 1, Pa. «¢ General Offices * Toronto 14, Ontario 


December 1953, American Gas Journal 47 











GAS APPLIANCE 
INDUSTRY NEWS 





GAMA-AGA Prepare Service Manual 

An up-to-date gas appliance service man- 
ual is being prepared through the joint ef- 
forts of Gas Appliance Manufacturers As- 
sociation and American Gas Association. 

Although AGA already has published a 
number of service manuals, one of the dif- 
ficulties has been that such guides rapidly 
become obsolete because of frequent 
changes in appliance controls. The pro- 
posed manual will therefore be made in 
loose-leaf form so that supplemental sheets 
can be inserted when changes occur. The 
manual will be sold on a subscription basis 
and subscribers will be kept up to date 
with interim mailings. 

GAMA has already asked all of its divi- 
sion members to furnish information to 
AGA headquarters for the book. They 
have been asked for drawings of control 
and safety equipment or other elements re- 
quiring specialized servicing instructions; a 
list of purchased accessories detailing the 
source and model number and applicable 
wiring diagrams, charts and tables. 

The effort is one of the first dividends of 
the joint Action Program for Gas Industry 
Development. Shortly after the action pro- 
gram was put into effect, the board of di- 
rectors of GAMA appointed a committee 
on service manuals. The result of its meet- 
ings with its AGA equivalent is the pro- 
posed manual. 

Besides the appliance controls service 
manual, a general appliance instruction 
book will be prepared. This will be a per- 
manent-type volume to be used primarily 
as a reference manual or for serviceman 
training purposes. It will be sold outright 
to utilities and not on a subscription basis. 


Bryant Heater Names Air Dryer SM 

Bryant Heater division, Affiliated Gas 
Equipment, Inc., has announced the reor- 
ganization and broadening of air dryer op- 
erations for the division. Thomas E. Grav- 
enstreter has been named manager of air 
dryer sales, and will direct all air dryer 
sales and promotional activities. 

Mr. Gravenstreter will head a new sales 
staff comprised of members from the previ- 
ous custom sales force. 
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MEASUREMENT ENGINEER 


New gas transmission line operating 
in Southern New England States re- 
quires services of a Measurement 
Engineer to supervise field opera- 
tions for entire system. Experienced 
with positive and orifice measure- 
ment, instrument and pilot control 
regulators, telemetering, calorimeter 
and gravitometer installations. Sal- 
ary commensurate with experience 
and ability. Please forward resume. 
All replies confidential. Box 264 








PROJECT - ENGINEER — Larg eastern 
gas manutacturing company has vacancy 
lesign engi or extensive new 

1 rovement to 

include 
ions for and selec 
it, and direction of 
commensurate with 


Box 263 


present 


engineer 








WANTED: Superintendent in fast- 
growing New England utility. Proc- 
ess of manufacture-water gas. 
Splendid opportunity for experi- 
enced operator. Give all pertinent 
information in letter of application 
Replies confidential. Box 262 











Fall Sales Campaign for Coleman 

A new merchandising pattern for home 
air conditioning has been introduced by 
the Coleman Company with a full-scale 
fall promotion for the sale of its Blend- 
Air conditioning equipment. The three- 
month campaign, which began October 1, 
is expected to appeal to dealers because it 
comes in a slack season when air condition- 
ing installers are not likely to be busy. The 
promotion is being tied in with Christmas 
giving for the whole family. 


Whirlpool Names 4 New Distributors 

Four new distributors for Whirlpool 
Corp. were announced recently by the com- 
pany. They are Banks Miller Supply Co., 
Crum Distributing Co., Graybar Electric 
Co., Inc., and Orgill Brothers Hardware Co. 





AUTOMATIC INCINOR 


GAS-FIRED INCINERATOR 


A “MUST” in Homes with Automatic Heat 
A FULL-PROFIT LINE « NO TRADE-INS 


INCINOR IS APPROVED BY A.G.A. LABORATORIES 


ACT NOW FOR COMPLETE DETAILS 
INCINERATION DIVISION, BOWSER, INC., CAIRO, ILL. 
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Williams Div Names Service Engineer 


Hollis L. Farrow, recently appointed 
field service engineer for the Williams 
Division of Eureka Williams Corp., now 
will have charge of service and installation 
of Air-O-Matic, Oil-O-Matic and Gas-O- 
Matic units in Maine, Massachusetts, Con- 
necticut, New Hampshire and Rhode 
Island. 


Callaway Is Rep for Stiglitz Corp 

The Stiglitz Corp., manufacturer of 
Warm-Aire heaters and Sun-Aire auto- 
matic clothes dryers, has announced the 
appointment of James G. Callaway, Jr., as 
a representative of the company in the 
territory of Kansas, Missouri and Nebraska. 


Parade of Homes Ups Coleman Sales 

The Parade of Homes, held during Na- 
tional Home Week, was responsible for 
sizable orders of new installations of cen- 
tral air conditioning systems in the San 
Fernando Valley, according to L. R. Car- 
ney, general manager of Coleman Co. op- 
erations in southern California. 


Detroit-Michigan Stove Names Rep 

Detroit-Michigan Stove Co. has an- 
nounced the appointment of Reliable 
Brands, Inc., Dayton, O., to represent De- 
troit Jewel ranges in the Dayton area. 


Gas Range Shipments Top 1952 


Shipments of domestic gas ranges dur- 
ing 1953 continued to exceed those shipped 
during last year, according to Edward R. 
Martin, director of marketing and statistics, 
Gas Appliance Manufacturers Association. 
August shipments increased the total for 
the year to 1,431,400 units, a 4.4% gain 
over units shipped during the first eight 
months of 1952. 


American Gas Journal, December 1953 
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